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Penelitian ini bertujuan untuk menguji pengaruh store environment 
characteristics yang mempunyai tiga dimensi yaitu ambient characteristics, design 
characteristics, social characteristics, dan shopping enjoyment terhadap impulse 
buying melalui consumers positive emotional responses pada Pull&Bear Pakuwon 
Mall Surabaya. Sampel yang digunakan sebanyak 98 responden dengan teknik 
pengambilan sampel purposive sampling dan menggunakan teknik analisis SEM 
dengan bantuan program SMART PLS 3.0 Hasil penelitian menunjukkan bahwa 
ambient characteristics dan design characteristics memiliki pengaruh positif 
terhadap consumers positive emotional responses. Kemudian consumers positive 
emotional responses juga memiliki pengaruh yang positif terhadap impulse buying. 
 
Kata Kunci: ambient characteristics, design characteristics, consumers positive 



















This study aims to examine the effect of store environment characteristics that 
has three dimensions of ambient characteristics, design characteristics, social 
characteristics, and shopping enjoyment towards impulse buying through consumers 
positive emotional responses on Pull&Bear Pakuwon Mall Surabaya. The sample 
used was 98 respondents by using purposive sampling technique and SEM analysis 
technique by means of LISREL 8.70 program. The results showed that ambient 
characteristics and design characteristics have a positive influence on consumers 
positive emotional responses. Moreover consumers positive emotional responses also 
have a positive influence on impulse buying. 
 
Keywords: ambient characteristics, design characteristics, consumers positive 
emotional responses and impulse buying. 
 
 
